TOBACCO INSTITUTE TESTING LABORATORY 


The Tobacco Institute Testing Laboratory (TITL) was established in 1966 by the tobacco 
industry to monitor the Federal Trade Commission Laboratory (FTC)^^ffi^^d©aling^Mh 
cigarette smoke and its subsequent tar and nicotine values for commercial cig^ettes. The 
funding for TITL is based on the domestic market share of an individual company. For example, 
if Philip Morris’ market share is ap^psBflStely 42% then aljptft 42% of the entire operating 
budget for TITL would be funded by Philip Morris. The budget for TITL for 1991 is $340,000. 


Due to limitations i«ipose^4a-4he TITL laboratory operation in Bethesda, Maryland the 
representative companies authorized the construction of a laboratory in Rockville, Maryland. 
Prior to the move there was excellent agreement between Philip Morris’ and TITL data on fulL 
flavored brands. Since the move to the Rockville laboratory, we are convinced that the tar values 
on full-flavored brands are nearly 1 mg higher compared to our internal data for these brands. 
Following a series of comparative tests throughout the industry which included TITL, a decision 
was reached to make minor adjustments to air flow in participating laboratories to achieve more 
uniform results. Two years ago Philip Morris elected to fabricate a monitor cigarette for use in 
all domestic cigarette companies as well as TITL. After nearly two years of testing, 
representatives of TITL and the participating companies have agreed on a tar target for this 
cigarette. Therefore it is anticipated that subsequent testing in our laboratory and TITL for full- 
flavored brands will result in more comparable values being generated. 


Annually each tobacco company is requested by the Federal Trade Commission to prepare a 
current list of brands in the marketplace (both national and test market). This list is forwarded to 
TITL. Subsequently, TITL contracts an outside agency to pick-up 2 packs of each of brand| 
from 50 different cities (Ust attached). Supposedly these pick-ups in retail outlets serve as a 
representative sample of the products that the consumer is likely to purchase. This pick-up 
usually takes approximately 6-8 weeks to obtain all of the samples. Minor brands may require 
additional visits in order to obtain sufficient cigarette samples for the test. When the cigarette 
samples are obtained at TITL, the packs are opened and two cigarettes per pack are taken which 
results in two aggregate samples of 100 cigarettes each per brand. The cigarettes are conditioned 
(75" F/60% R.H.) and one set of 100 cigarettes are smoked by the FTC procedure. The other 
aggregate sample is held in reserve. Additionally, if for whatever reason, cigai'ettes cannot be 
obtained from the 50 cities, then additional cigarettes will be taken from the packs available to 
equal 100 cigarettes per brand. For example, if 30 packs were received then four cigarettes from 
20 packs and two cigarettes per brand from ten packs will be taken to obtain the aggregate 
sample of 100 cigarettes. At the end of the testing period, TITL will smoke 100 cigarettes 
which is equivalent to 20-ports giving 20 individual TPM, nicotine and water results per brand (5 
cigarettes/port). 
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Samples are usually obtained during the first quarter of the year. Testing is conducted over the 
next 12 months with the data being forwarded in draft form to the tobacco companies in April or 
May of the following year. It is important to note that the age of the sample for this period is 
fairly old. As a result, samples obtained from the market in the first quarter of 1990 were 
probably manufactured during the previous 6 to 15 months depending on the sales volume of a 
specific brand. Consequently, when the data is finally published, the age of the samples 
contained in that report is between 18 and 36 months old. 

In 1986 the FTC decided, because of budget reductions, to approach the industry about 
acceptance of TITL data in its advertising. Prior to that date, the industry complied with data 
generated by the FTC laboratory in relation to tar values for use in advertising. The change in 
the operation is described in a letter dated June 30,1987 from John P. Rupp, Esquire, an attorney 
for the Tobacco Institute to Judith P. Wilkenfeld, Esquire, a lawyer for the FTC. The highlights 
of those documents are summarized below; 

1) The TITL shall be an activity of The Tobacco Institute but the books, accounts and 
records of TITL shall be maintained separate and apart from those of The Tobacco 
Institute. 

2) The operations of TITL shall be supervised by a committee consisting of one 
representative of each company participating in the laboratory (BiU Kuhn is our 
representative). 

3) Each participating company made an initial payment of $250. The balance of the 
expense of the operation of TITL, minus any user fees shall be allocated on a share 
of the domestic market basis among the participating companies whose respective 
annual sales exceed two billion units. 

Periodic reports of the test results at TITL will be made available simultaneously to all 
participating companies as well as to any non-participating company. Such reports shall be 
released first in draft form. Any participating company shall have 30 working days following 
receipt to demand a retest. No more than one retest shall be conducted by TITL on any cigarette 
brand. A final report for any test series shall include, in the case of any brand, only the numbers 
generated on the retest. 
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The use of the TUL test results— 


Each of the participating companies shall utilize the tar and nicotine legend in its cigarette 
advertising, to the extent the tar and nicotine values exist for the advertised brand as established 
in the most recent report of the TITL. The obligation shall apply to any advertising that is first 
submitted in the final form for printing, engraving or other production following the date on 
which these guidelines are approved by the participating companies. The obligation shall not 
apply if (1) the advertised brand has been changed in a way that renders obsolete or inaccurate 
the tar or nicotine rating in the most recent TITL report; (2) the participating company is 
authorized by law to include in its advertising a tar or nicotine rating other than the rating 
contained in the TITL report; or (3) the advertised brand is new or for some other reason has not 
been tested by TITL. 

In summary, Philip Morris is directed by the FTC to use the values for tar and nicotine as 
generated in the TITL laboratory. We continue to work with New York legal in compiling our 
internal data on tar and nicotine and CO to be forwarded to government agencies. 

In certain cases we make blend changes in products to insure that the tar and nicotine is in 
compliance with the data generated in TITL. The New York Legal Department generally 
contacts the advertising agencies regarding which brand advertising is to be changed. 

In general, the most frequent parameter which is changed to make minor variations in tar has 
been successfully accomplished by changing the cigarette paper. 

For example, after we received the draft report of Market Sample #32 we reviewed the data. Of 
the 76 PMlip Morris brands TITL tested, eight brands were higher in tar than our advertised 
values. Two of these eight brands were not retested because changes to the advertising were in 
place for these brands. Retesting was requested for six brands in accord with the agreement. 

Two of these six brands, Alpine Full Flavor 85 and 100, were retested because of a product 
change. The other four brands, B&H Multifilter 85, Cambridge Full Flavor 85, Philip Morris 70 
(NF) and Players Lights 25’s 100 Menthol were retested to verify the validity of the data. After 
some discussion with Dr. Steele, he stated that the Cambridge Full Flavor 85 would be reported 
as a 17 mg product and not 18 mg, and the Players Lights 25’s 100 Menthol would be reported as 
an 11 mg product and not 12 mg. This minor change was a result of rounding procedures for 
recorded tar values. Thus, it was not necessary to retest these two brands since TITL would be 
reporting tar values which match the advertised values. Therefore, only four brands were 
actually resmoked by TITL—Alpine Full Flavor 85 and 100, Philip Morris 70 (NF) and B&H 
Multifilter 85. 
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TITL reselected the B&H Multifilter 85 and Philip Morris 70 (NF) cigarettes from the Market 
Sample #32 reserve. The Alpine Full Flavor 85 and 100 cigarettes selected for the retest were 
taken from the more current Market Sample #33 to ensure the most current manufactured 
product was tested. 

Of die four brands resmoked by TITL, Alpine Full Flavor 100 and B&H Multifilter 85 were 
lower in tar delivery than the original values and two remained unchanged. 

To ensure that both Alpine Full Ravor products would meet the 15 mg tar specifications on 
future market samples, a product change was initiated at the request of R&D to Operations 
Services. After these product changes were made the new Alpine products were tested at TITL. 
The results confirmed the revised product meets the adverdsed claim. 


Market Sample #32 


Tar..mg/CigL. 



Original 

Retest 

Alpine Full Ravor 85 

17.0 

16.6 

Alpine Full Ravor 100 

16.0 

15.4 

B&H Multifilter 85 

11.9 

11.3 

Philip Morris 70 (NF) 

22.6 

23.5 


The reported values on the final Market Sample #32 report reflect the retest values for these four 
brands. 
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